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FOREWORD 
 
I want to start off by thanking the participants who agreed to take part in the theme inter-
views required for this study. This work has been a demanding process to pull through 
and I am happy how the work has turned out. I hope the countless hours that have been 
put into this thesis shows off. 
 
I have personally been working in sales promotion for the last one and half year, also 
doing my second practical training within the industry. This inspired me to write about it 
as my final thesis for my bachelor studies at Arcada University of Applied Sciences. This 
thesis work shows that I am rather familiar both with the basics of how to write a bache-
lor’s thesis, and what is important regarding sales promotion.  
 
To clarify one thing for the reader, in this thesis there a distinction between the terms: 
“client” and “customer”. When referring to a “client”, I am referring to a business-to-
business (B2B) customer, meaning it is an organization of some sort paying for another 
company’s products or services. When referring to a “customer”, I am simply referring 
to a business-to-consumer (B2C) customer, meaning an individual buying a product or 
service for himself. 
 
To not get stuck on pronouns, I have decided to go with the masculine pronouns he, him 
and himself when referring to customers. It does not mean all customers I am referring to 
are male. I just like to avoid writing “he or she”, “him or her” and “him-or-herself” too 
often, to make it more reader friendly. One of my interview participants work within the 
beauty cosmetics industry though, where I have made the exception to call customers 
with the feminine pronouns, she, her, and herself.  
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1 INTRODUCTION 
Promoting sales at markets and fares is one of the few fields within marketing that has 
not yet been heavily affected by the rapid digitalization and artificial intelligence as many 
other fields already have. Market research, brand management, advertising, public rela-
tions and retailing are among the other fields of marketing that have already seen a vast 
amount of digitalization. They have done it in various forms through social communica-
tion channels such as newsletters via email, advertising on social media, communication 
on voicemail services and chatbots. Applications such as smartphone apps, software for 
creating and editing content as well as following statistics through analytics programs etc. 
are a part of almost all business-related fields nowadays. When promoting direct sales 
though, in-person contact is an inevitable factor that has in itself not yet been affected by 
digitalization. 
 
Human face-to-face contact is a fundamental aspect when promoting direct sales at a re-
tail store. The meaning is to give the customer product information and perhaps offer a 
tasting sample to the customer in case it is allowed in order to make the customer buy the 
product. An important aspect in sales promotion is to give the customer a reason to buy 
rather now than later. Sales promotion is partly about encouraging impulsive buying and 
through it try to create new loyal customers. Creating brand awareness through product 
information via customer interactions is a small win in itself, even if the customer does 
not actually buy the product. Sales promotion is therefore hard to measure since measur-
ing short-term increase in sales may not give an accurate picture, because it does not 
recognize the added value of brand awareness and brand value in the long-term. 
 
Laptops and tablet computers (aka. touchpads) are among the many digital gadgets that 
have become useful digital tools in promotion sales, but apart from them not much have 
changed in sales promotion. Using a laptop or a tablet is still often just a digital alternative 
for using magazines or brochures of the promoted products. A tablet (e.g. an iPad) with 
an internet connection can give various other applications to use, of course, but are seldom 
necessary in the quick connection between a customer and the promoter. Until we have 
human-like-robots in everyday life, there has to be a human promoter to create that trust 
and feeling that makes a potential customer decide to purchase a product. (Kopp, 2019)  
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This thesis will dig a little deeper and think of ways how digitalization could be further 
implemented in retail within traditional sales promotion and to get a deeper insight of 
how sales promotion in retail could be further developed in the digital age of hightech 
computers, internet and social media. 
 
1.1 Background 
What is sales promotion? Sales promotion consists of activities, which bring consumer 
attention to a brand and its products and services. Its key purpose is to appeal to consum-
ers and distributers to increase sales, provide information of a brand and related prod-
ucts as well as reduce seasonal decline and remind the consumers of the brand’s ex-
cellence and existence. Sales promotion is used both in a business-to-business (B2B) and 
a business-to-consumer (B2C) context. Sales promotion can be done in various ways, for 
example through samples, coupons, refunds, discounts, premium offers, product or ser-
vice demonstrations or basically any way possible to enhance sales. Sales promotion does 
not however contain advertising, personal selling or generating publicity as its elements. 
The line between sales promotion and advertising can be rather blurry at times though, 
often borrowing elements from each other. Another important aspect is that sales promo-
tion aims to maintain, as well as increase market share and defend the brand from com-
petition. Simply put, keeping old customers as wells as winning over new ones. The 
unique features of sales promotion are consumer promotion and trade promotion. It fo-
cuses on enhancing consumer experience and widen the target audience, and it is a great 
platform to introduce new brands and products to them. (Belyh, 2016)  
8 
 
1.2 Purpose 
When talking about the future of sales promotion, this study is also interested in how 
digitalization and technology can help the act of promoting direct sales itself. This thesis 
focuses on how sales promotion will change in the upcoming years and look at how it has 
changed in the past ten years. As digital sales promotion in digital marketing is a field 
of its own, it is excluded from this study. Technology companies often use these kinds of 
strategies when trying new concepts or digitally promoting their services, like we often 
see companies like Netflix or Spotify handing out free trials of their subscriptions. 
 
Most fields in marketing have already seen a wide range of digitalization in the 21th cen-
tury, except sales promotion with a few exceptions excluded. Sales promotion is still very 
much a human face-to-face interaction. The promoter’s social skills and sales skills are 
put to test in order to make a potential customer listen to a sales pitch in hopes that he is 
going to purchase a certain product. As in all other fields in marketing, it is only a matter 
of time until we see digitalization and technology step into sales promotion. This will 
impact the traditional sales promotion of retail one way or another and most likely in a 
way we are not yet currently used to.  
 
Human beings are at the end of the day social creatures, who rather trust each other than 
a machine. Technically speaking, we already have cars driving themselves and airplanes 
taking of, flying and landing by themselves. But it is a long way ahead before we fully 
trust them enough to take away the driver from the wheel or the pilot from the cockpit. 
With sales promotion though, a failed sales pitch will not lead to any fatal accident, but 
only to a lost opportunity. We will probably not see human-like robots taking over sales 
promotion any time soon, even though prototypes already exist.  
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1.2.1 Sales promotion training and practice 
Whenever a sales promoter is promoting a new product, there will normally be some type 
of training provided by the employer. This is often done through product information and 
a coaching trainer of some sort. Being a sales promoter does not require training per se, 
but it is a great way of making sure the promoter knows what he is advocating people to 
buy. This is also to make sure the promoter knows what is allowed and not allowed to be 
said. Restrictions change, thus making it important to keep promoters up to date. The 
promoter needs a decent understanding of sales basics, which includes the four P’s, place, 
price, product and promotion. A great promoter should have the required knowledge of 
the product, also knowing its features, benefits and advantages. Furthermore, the pro-
moter should be capable of answering upcoming questions related to the four P’s. Con-
cerning the appearance, the promoter must be well dressed and groomed. By being polite, 
positive and demonstrating passion and enthusiasm, the promoter communicates a strong 
customer service attitude.  This attitude will have a great impact on a potential buyer and 
the affection shown by the promoter will bring in more successful sales. (Chen, 2019) 
 
1.2.2 Problem statement 
The purpose generates the following problem statement.  
 
Problem statement:  Traditional in-person retail sales promotion, with promoting direct 
sales, is an old and established way to market a product with very little, if any, digital 
influence. What challenges will sales promotion in retail face in the next ten years and 
what new, mostly digitalized or otherwise sophisticated sales promotions tools, 
concepts or procedures are needed? How is sales promotion going to succeed in 
fulfilling its mission in the consistently changing marketing environment?  
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1.2.3 Research Questions 
This study enlightens sales promotion in retail by the following questions: 
 
1. What scenarios could develop in sales promotion in retail between 2020 and 
2030? 
2. How can digitalization and modern technology be implemented to further 
strengthen the effectiveness of sales promotion in retail? 
 
 
1.3 Limitations 
Being a qualitative study, it brings some limitations to the work. This means the study 
attempts to give indications about the future of sales promotion in retail, rather than trying 
to prove certain hypothesis true or false. 
 
There are no direct facts in form of numbers, to show why A is leading to B. It purely lies 
on the expertise provided the participants that have been interviewed. What the study does 
show is how three different professionals in retail sales promotion think about its future 
and how it is likely going to change. The Covid-19 crisis in the spring of 2020 eliminated 
the possibility to do the interviews face-to-face, so they were instead done through vide-
ocalls. 
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2 THEORY 
2.1 Marketing Mix and its importance 
Marketing mix is considered as a fundamental model when talking about the basics of 
marketing management. Marketing mix is a model with four P’s the seller needs to take 
into account when targeting its business to an audience. These four P’s are: product, price, 
place and promotion (Acutt, 2020). 
 
The definition of marketing mix itself is fairly simple. According to a Kotler, Armstrong 
and Parment it is: “The set of controllable tactical marketing tools – product, price, place 
and promotion – that the firm blends to produce the response it wants in the target mar-
ket.” (Kotler et al.; 2011; p. 58). 
 
What is the meaning of these four P’s? Product is a tangible or intangible item that is 
made for satisfying a need, meaning that if there is a need, there is a demand for it as well. 
Price is seen as the amount a customer is ready to pay for the product. The right price 
(when at its equilibrium) will help the business to stay in balance determining the profit 
(or loss) of the business and its chances for survival. The product needs to be in a place 
where the customer can access it. Therefore, efficient positioning, as well as distribution 
channels need to be made convenient to cut down costs which also allows a cheaper price 
for the customer. (Acutt, 2020) 
 
Marketing mix aims to position the brand in a distinctive and desirable way to the con-
sumers by differentiating it from its competition. A product is categorized by its variety, 
quality, design, features, brand name, packaging and services, which are all elements 
listed to target customers. The same goes for prices, by including characteristics like list 
pricing, discounts, allowances, payment periods and credit terms. Promotion and place-
ment on the other hand are intended positioning. Promotion’s elements are advertising, 
personal selling, sales promotion, and public relations, whereas channels, coverage, as-
sortment, locations, inventory, transportation and logistics are elements of placement. 
Placement is seen as activities by the company, which make products available through 
intended positioning to target customers. From a customer perspective, the four P’s can 
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even be converted to fours C’s, product providing customer solutions, price involving 
customer cost, placement affecting customer convenience and promotion being the com-
munication between customer and the promoter. (Kotler et al.; 2011; p. 58-60) 
 
 
Figure 1 The original 4 P's converted to the 4 C's (Figure created by the author) 
 
The most important of the P’s with this thesis taken into consideration is promotion. Pro-
motion is a fundamental factor because it aims to boost sales and brand recognition. Its 
main element is sales organization in forms of public relations, advertising, direct mar-
keting, personal selling and sales promotion.  
 
When extending marketing mix to the broader model of 7P’s, the elements of people, 
process and physical evidence are added as extra factors into the marketing mix model. 
When finding the target market, a business should evaluate whether the target market 
consists of enough people. However, the people of the target market are not the only 
group of people, the business should focus on. Being the people running the business, the 
employees, are equally an important group, not to be neglected. When the employees 
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believe in the product and the business model, they do what is in their power, helping the 
business to grow. A fluent process helps the organization to execute the distribution from 
the manufacturer to the final consumer. Process has to consist of a well-organized distri-
bution system, as well as fluent sales funnels and smooth pay systems, plus other system-
atic procedures, to make the business run sufficiently. Physical evidence is a confirma-
tion of that an idea has been delivered, for instance when thinking of a soda drinks you 
start thinking of Coca Cola or Pepsi. (Acutt, 2020) 
 
In some industries the name of a brand, has even replaced the name of the actual product. 
Examples of these are for instance Band-Aid, i.e. plaster; or Hoover, i.e. vacuum cleaner. 
These are today considered as synonyms, even though both names are originally names 
of market leading brands. Physical evidence is basically when a brand is heavily associ-
ated with an industry or product. 
 
 
Figure 2 The 7 P’s of the marketing mix. (Hanlon, 2019) 
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2.2 Theory of sales promotion 
Sales promotion is communication strategies made to serve as direct inducement, to bring 
added value and incentive for the promoted product. Whereas advertising brings publicity 
to generate desire for the product, sales promotion aims to convert the desire into sales 
through an encouragement to buy. It hence serves as a sort of a catalyst, from interest to 
actual buying. Sales promotion aims to create buying patterns in order to attract new cus-
tomers and increase sales. (Rajan, 2009, p. 2) 
 
There are two objectives aimed at potential buyers to make him actually purchase some-
thing. These are stop & shop and stop & buy. Stop and shop is when you as some type 
of a promoter or shop keeper manage to encourage a by-passing pedestrian enter your 
store. You have managed to trigger such curiosity in the pedestrian, that he wants to walk 
around in the shop seeking for something of interest, making him a potential buyer. When 
the customer has entered the shop, you as a shop keeper or a promoter aim at the next step 
that is stop and buy. Stop and buy is when you stop the customer to present something in 
such a manner that the customer feels an urge to buy the product which has been pre-
sented. (Rajan, 2009, p. 3) 
 
After these steps you can aim at the customer at buying bigger. Buy bigger is the promo-
tional activity of encouraging the customer to buy more than the customer intended to do. 
It can also be an encouragement to make him buy something else, to buy other products, 
in case the customer has already bought enough of the first product. A repeat purchase 
is when a customer bought the same brand or product at an earlier occasion, making you 
to encourage him to repeated buying, to buy it again to have even more. To introduce a 
new brand is the activity as a sales promoter of bringing forth a completely new brand 
to a completely new customer. A counter competitor’s strategy is the activity of counter-
ing promotional activities of your competitors, that is to create your own niche positioning 
for your brand to stand out differently from competitive brands. (Rajan, 2009, p. 3) 
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2.3 Sales promotion categories 
Sales promotion does not have to be only a salesman at a stand. The main philosophy of 
sales promotion is “buy now”. Sales promotion is the most short-term tool out of the 
promotion mix tools. Advertising and personal selling differs from sales promotion by 
only saying “buy”, instead of buy now. Examples of sales promotion can be coupons in 
newspapers, an email newsletter offering free shipping on your next purchase, or a cloth-
ing store offering three units of the same or similar products for the price two. Sales pro-
motion consists of consumer promotions, trade promotions and sales force promo-
tions. (Kotler et al.; 2011; p. 400-401) 
 
Consumer promotion is targeted directly to consumers, through coupons, demonstrations, 
promotional pricing, free trials, different types of loyalty programs and through sampling. 
When sales promotion uses tools like giveaways, bundling, displays, contests and rebates 
to attract customers, it is recognized as consumer promotion. Unlike consumer promotion, 
trade promotion is targeted directly towards the dealers (potential clients) rather than cus-
tomers. For this reason, it is sometimes also known as dealer promotion. This promotion 
category includes methods like buying allowances, push money, price deals, dealer gifts, 
sales contest and dealer listed promotion. Sales force promotion is promotion targeted 
towards salespeople. This category uses bonuses, contests and meeting or conferences to 
attract the sales force to the company. (Karmakar, 2016, p. 14-17) 
2.3.1 Sales promotion tools 
Factors that have contributed to the fast growth of sales promotion: 
 
- Pressure on product managers to increase sales 
- Heavy competition against similar brands, making it hard to differentiate 
- The decline of efficiency in advertising, due to high costs, media clutter and legal 
restraints 
- Consumers are more deal oriented than before 
(Kotler et al.; 2011; p. 400-401)  
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Consumer promotions tools is the perhaps the most important factor when talking about 
sales promotion. There is a wide range of tools to use when promoting sales, such as 
samples, coupons, cash refunds, price packs, premiums, point-of-purchase and contests 
like sweepstakes and games. (Kotler et al.; 2011; p. 400-401) 
 
A sample is a small trial offered to the consumer of the product. Sampling is considered 
to be the most effective of the consumer promotions tools, but it is also the most expen-
sive. Samples are usually free for the consumer to try out, but depending on the product, 
a small fee can be charged of the consumer as well for the company to cover costs. The 
purpose of the sample is to create excitement of either a new product or an already exist-
ing product that has been in the market for a certain period. Different kinds of samples 
can for instance be delivered door-to-door samples, samples that are sent by mail, samples 
that are handed out in stores or fares, or samples that are being attached to another product 
like a magazine. (Kotler et al.; 2011; p. 400-401) 
 
A coupon is a certified certificate that offers the buyer a discount on specified products. 
Coupons can be used in different stages of the product life cycle, to more easily preserve 
an old product’s place or encourage a new product’s place in the market. Coupons have 
become a declining trend though due to coupon clutter, meaning that consumers get bom-
barded with so many coupons from different companies they completely lose interest in 
them. (Kotler et al.; 2011; p. 400-401) 
 
Similar to coupons, a company can also offer cash refunds, but differs from coupons in 
that the price reduction takes place after purchase. This is common for example with gas 
stations, e.g. in the case the consumer owns a loyalty card by being a regular customer. 
When fueling often at the same fuel company’s gas stations, the customer can get cash 
backs after every certain amount of fuel that has been bought. (Kotler et al.; 2011; p. 400-
401) 
 
Price packs are when prices are reduced on certain products directly on their label or 
package. Examples of price packs can be two for one, or three for two kind of deals, as 
well as a gaming console and a video game sold together for a special price. Price packs 
are considered highly effective in short-term sales. (Kotler et al.; 2011; p. 400-401) 
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A premium is when you receive an additional product for free (or for a low price) on top 
of the purchase, for instance when the customer receives a Coca-Cola glass on top of a 
plus-menu at McDonald’s restaurants, even though often being a seasonal deal. (Kotler 
et al.; 2011; p. 400-401) 
 
Point-of-purchase promotions, often also known as just POP’s, are the planning and 
placement of the products in forms of displays and demonstrations, which are taking place 
at the point of the sale. (Kotler et al.; 2011; p. 400-401) 
 
Sweepstakes and games are often some form of lottery or contest with a possibility to 
win something either through luck or effort. Prizes can include for instance money, a car, 
a trip, tickets to some event or some other goods. (Kotler et al.; 2011; p. 400-401) 
 
 
Figure 3 Tools Used for Sales Promotion. (Rajan, 2009, p. 6) 
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A company can also promote its brand through event marketing. Creating a brand or 
marketing event are considered as event marketing. Serving as a sponsor over a created 
event is also a part of event marketing. Trade promotions aim to encourage resellers, 
such as retailers, to carry and furtherly promote the brand. It contains making up shelf 
space for the brand, promote its advertising and bringing it forward to the consumers. 
Direct marketing aims at targeting specific individual consumers to receive a fast re-
sponse from the consumer and aims to build up and maintain a strong and lasting customer 
relationship. This is best done through databases, with specific customer data that can be 
used to narrow down the targeting to a specific consumer. (Kotler et al.; 2011; p. 400) 
 
2.4 Influential marketing and its five stages 
As the name indicates, influential marketing is done aiming at influencing customers. The 
goal for sales promotion is to create positive perceptions of a business and their brand in 
order to increase sales and create brand awareness for its own products. (Suttle) 
 
In a boarder perspective, sales promotion can be considered as a part of influential mar-
keting, since promoting sales is about influencing customers and clients to buy. When 
trying to influence a customer, whether it is through sales promotion or some type of 
advertising, there are five stages that need to be taken into consideration. These stages are 
Awareness, Interest, Consideration, Intent and Decision. (Digital Marketing Institute) 
 
Even though these steps are often followed unconsciously both by the promoter and the 
customer, it is important to be aware of them when promoting sales. As a promoter you 
first need to make the customer aware of the brand and the product before he can make 
an opinion about it, after which they might get interested about the brand and the product. 
In case a customer is going to purchase the product, he has to consider if there is an 
intent, a purpose, to buy the product after which the customer will make a final decision 
about either to purchase the product or not. (Digital Marketing Institute)   
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2.5 Personal communication channels 
Personal communication channels are the activity where communication between at least 
two people take place. This could be through e.g. face-to-face interaction, email, phone 
or internet chat. In business, personal communication channels are often managed by 
salespeople, who are the best in handling and controlling these interactions. The personal 
influence they are bringing, creates a word-of-mouth influence, where their influence 
spreads through everyday social interactions within the personal networks of the custom-
ers (friends, colleagues, family etc.). This can be achieved through something called buzz 
marketing. Buzz marketing takes place when an opinion leader is hired to spread infor-
mation about the company’s product (or service), with the intension to influence these 
opinion leaders’ own communities through creating a buzz. (Kotler et al.; 2011; p. 384) 
 
When something creates a big buzz, it can also create a FOMO (Fear of Missing Out) 
among people. FOMO is an often-used term in marketing. It is a state of social anxiety 
among people where they feel they have missed some great event or opportunity. Creating 
a sense of FOMO is typical in all marketing, digging into consumers insecurities in miss-
ing out on the advertised or promoted product. The FOMO strategy aims at strengthening 
the customers desire to always stay connected with new trends and movements. This is 
also partly why social media has gained so much popularity in the past decade. (Acutt, 
2020) 
2.6 Integrated marketing components 
Integrated marketing communication can be seen as an integration of all brand promotion 
methods mixed into one. Here each method’s advantages are combined to give the busi-
ness the best possible marketing strategy to win over their target audience.  
For this reason, integrated marketing communications include some key components for 
the business to study and analyze before executing their marketing strategy towards their 
targeted audience. 
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First off, the business has to lay a foundation for the promoted product. The business has 
to analyze the product they are promoting and the target market they are aiming the prod-
uct towards. They need to have an understanding of the brand they are promoting and 
figure out the needs, attitudes and expectations of their consumers. They also need to 
maintain a close look at what their competitors are doing. 
 
Secondly, the organization needs to have a clear vision they are following through in their 
corporate culture. The product’s features should represent the organization’s work culture 
in that if the company has a vision of something, that something should be present in their 
promotion and promoted product. For example, if a company is selling e.g. condoms, they 
should also promote safe intercourse with protection against STD’s (sexually transmitted 
diseases) and unwanted pregnancies, since these are easily associated with their product. 
Based on these grounds, the company should have a suiting identity for the brand that 
represents their brand focus. 
 
Customer experience is one of the most essential components, because it is solely based 
on how the consumers feel about the product. The product should be attractive to look at 
with great packaging for the customer to pick it up instead of a competitor’s brand. The 
product should also be user-friendly, making it as convenient as possible for the consumer 
to operate. 
 
Communication tools are platforms where the company can communicate with the po-
tential customers, e.g. on social media. Promotional tools often refer to trade promotion 
or personal selling or other ways of promotion to strengthen customer or client relation-
ships. Integration tools are methods to keep track on feedback and reviews the customers 
have given on the product. CRM (Customer Relationship Management) can be considered 
as a typical tool for this.  
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2.7 Gamification  
Gamification is a type of marketing strategy, where you apply elements used in games. 
This is done in order to engage customers with a brand, often through game-like activities. 
These types of activities are fun to the customers, and therefore are a great way to increase 
brand awareness and brand loyalty. They also make the customer feel a sense of control, 
since he is able to improve his effort or top score at the game in question. (Harville, 2020) 
 
An example of gamification is for instance the minigames provided by Google in their 
Google Doodles platform. Sometimes a minigame can be played right away above the 
search bar, when searching for something at google.com. If a web user is waiting for 
something to download, this can be a fun way to kill time while waiting. This 
strengthens Google’s brand image providing something fun for bored web users.  
 
2.8 Promotion in the product life cycle 
The product life cycle mainly consists of four stages. These are the introduction stage, 
the growth stage, the maturity stage and the decline stage. Furthermore, to these stages 
a development and an abandonment stage can be added. (Shital) 
 
The product life cycle starts with the product first being developed. In this stage the prod-
uct has not yet entered the market. The product is created with its unique features for it to 
have a demand at the market, meaning it has to be attractive and helpful for a consumer 
to want to buy it. (Shital) 
 
The development stage is succeeded by the introduction stage, where the product enters 
the market. Because the product is new with limited production, the product will still stay 
quite unknown to many consumers making its growth rate in sales rather low. It may 
occur that there are bugs in the product, which are fixed in the later stages of its life cycle. 
When the product enters the market, it is usually sold at a high price. In order to get people 
to buy it however, it might include a premium in form of a special gift that comes with 
the box or package (in the case it is a tangible object) or offer a money back guarantee. 
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In this stage of the products life cycle the manufacturer most often makes a loss on the 
product since the product has not yet sold large quantities. Market entry always submits 
to extra costs. (Sraders, 2019) 
 
In the growth stage the product is starting to establish its position on the market. Its de-
mand and sales will start steadily grow as the market becomes more aware of the product. 
In this stage the product requires constant advertising and other publicity it can get. The 
price likely needs to be adapted to stay competitive. Stronger distribution channels are 
important in this stage to make the product available on more locations. Customer service 
should also be strengthened. (Sraders, 2019) 
 
From a promotion perspective, the maturity stage may be the most important stage. In 
this stage the growth rates are stable, leaving weaker competition behind. Promotion and 
brand loyalty are important in the maturity stage leading to heavy spending but is sup-
ported by the income of the great sales the product should be having at this point in its 
lifeline. This far into the products lifeline, the product should be properly differentiated 
from its competition, having a strong and unique brand image that is being maintained by 
different types of promotional activities. The company producing the product should al-
ready have a new product in development by the time the product faces its decline stage. 
(Sraders, 2019) 
 
In the decline stage, the sales of the product drop, forcing the company to reduce the price 
to the lowest it has ever been in attempt to sell away their inventory. Expenditure costs 
regarding brand awareness and promotion are slowly being cut, furtherly declining the 
demand of the product. Creating economy packs can function as a last resort in maintain-
ing some demand, but when even these packs do not help anymore, it is time to drop the 
product. (Sraders, 2019) 
 
As the name says, in the abandonment stage the company abandons the product by selling 
away what is left in their inventory. The product is sold away for very cheap prices and 
then withdrawn from the market. Instead a newer and more advanced product is brought 
to the market facing its own introduction stage, taking the place of the old product that is 
now being abandoned. (Shital) 
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The product life cycle model is important because it is a tool that can be used for business 
forecasting, aiding the company to make rational decisions based on how well their prod-
uct is succeeding on the market. The time frame can be very different for different type 
of products. Some products do not even follow the life cycle, like many grocery products, 
e.g. pepper and salt. Some products might even fail right at the introduction stage and 
never make it to their growth stage. Although, when speaking of technology, this model 
is very useful since technology is developing so fast that the current products sold today 
often get completely outdated in just a few years. (Sraders, 2019) 
 
 
Figure 4 The product life cycle (PLC). (Marketing-Insider, 2020)  
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2.8.1 Practical promotion activities in the product life cycle 
The promotional objective in the introduction stage is to inform the customer of the prod-
uct’s existence. The company is required to start creating publicity already in the devel-
opment stage around the product before it has been released in the market, to increase the 
target group’s level of awareness. The promotional objective in the growth stage is to 
persuade potential customers to buy the product. This is best done through personal sell-
ing and strong distribution channels. With sales promotion in mind, discounts and cou-
pons are a great way in maintaining existing buyers by reminding them of the product’s 
existence. This is also the promotional objective in the maturity stage. The decline stage 
is about phasing out with declining resources put into marketing mix. (Diaz, 2012) 
 
2.9 Sales promotion strategies 
For the brand to enhance its reputation it needs to apply a successful sales promotion 
strategy. Not meeting expectations can make the brand to lose customers and cause bad 
reviews and thus damage the reputation of the brand. As an activity, sales promotion is 
often planned for a limited time period, to increase demand among consumers and boost 
short-term sales. The intention should be to gain new consumers, who have once tried out 
the product through some of the promotional tools. (Berkey, 2019)  
 
Here are some methods the brand can apply, in order to build up a great strategy: 
 
1. Choosing the correct target audience 
 
- The brand needs to figure out what type of individuals are to become the most 
likely loyal customers. By having worked out the best target audience, it is easier 
for the company to also target their resources on the right cause, to avoid wasting 
money. This can be done by analyzing the existing customer base, the brand al-
ready possesses. An easy way to do this is for instance through a survey to old 
customers in exchange of a great offer on a product. The brand should also focus 
on the problems their product is made to solve. (Berkey, 2019) 
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2. Putting up relevant goals 
 
- Setting up hard but realistic goals is crucial. An important aspect of these goals 
is to decide on an objective for what the promotion is going to be. Such objectives 
are for instance deciding on whether to focus on remaining current customers or 
on gaining new ones. The aim is to determine what the brand is trying to accom-
plish through its sales promotion. (Berkey, 2019) 
 
3. Having a limited availability 
 
- Limiting availability can be done by brand offering limited edition deals on a 
product, creating a FOMO (fear of missing out) factor within the customer base. 
When a product is available only in limited quantities for a limited time, it is going 
to become more attractive among customers. Missing out on a special product 
only available now, builds up fear of regret in the customer in the case he does not 
seize the opportunity of the presented limited offer.  (Berkey, 2019) 
 
4. Promoting wisely 
 
- In order to make sales promotion effective, the customer needs to understand it. 
In order to make a customer understand it, the brand needs to make the customer 
aware of it. This is easily done by visibility on different digital online channels. 
These channels can be for instance information on company website, posts on 
social media channels, blogs, newsletter via email and online advertising. The 
company should study the return of investment (ROI) of these different platforms, 
before executing any costly plan. (Berkey, 2019)  
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5. Providing great value 
 
- Sales promotion is made successful by offering customers great value. For this, 
the company needs to determine what the customer is interested in when it comes 
to sales promotion and the promoted product. Once the company has listened to 
the customers, it should do its greatest effort to provide it to them to ensure great 
customer experience and product satisfaction. (Berkey, 2019) 
 
6. Analyzing the results  
 
- After the company has ended their sales promotion campaign, it should analyze 
the campaign by measuring the results. Having reviewed the results, the company 
can determine in which areas there are room for improvement, before going into 
a new campaign. (Berkey, 2019)  
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3 METHODOLOGY 
The research is an empirical and qualitative study where three experts within the field of 
sales promotion are interviewed in order to share their own and their employers 
experiences on how sales promotion in retail could be further developed both in 
traditional and new ways. Regarding the latter the use of modern technology in sales 
promotion is a critical issue. Consequently, the purpose is to come up with new or 
upgraded ways on how sales promotion could be made more productive (input-output), 
with the help of modern tools as well as exploiting existing sales promotion activities in 
new and innovative ways. This thesis relys on theme interviewing, where the interviews 
are based on own applied expertise and experiences of three sales promotion experts. 
 
The conducted interviews are foremost practical rather than theoretical. Findings are 
finally compared to academic views of the subject in order to get a more comprehensive 
picture of the topic. (Hirsijärvi, Hurme; 1982; p.35-37) 
 
3.1 Data Collection 
According to Business Research Methods by Alan Bryman and Emma Bell, quality of 
data shall not be taken for granted though. According to the literature the secondary data 
might not always be relevant to the topic, and in consequence of this the data 
misrepresents the witnessed reality. The data can turn out to be pointless to such a 
degree that demonstration becomes deceitful and inaccurate. (Bryman, Bell; 2007; p. 
328, 335) 
 
The goal of this study is to find ways how digital and other modern elements could be 
implemented in sales promotion, that is often solely based on social interaction between 
the sales promoter and the customer. In this qualitative study, the data were collected 
from three interviews with experts within the field of sales promtion. The documented 
findings are then compared to the theory and results found in the literature. Interviews are 
important for receiving a solid, professional view, as well as sharing experience and 
thoughts of the experts within the field. 
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With that in mind, it is important that the interviewer attentively listens to his participants 
and their shared expertise and interfears only to ask clarifying questions when an answer 
could be interpreted in several ways. Only that way, can their views be objectively 
clarified on how digitalized tools and practices can be implemented in sales promotion. 
That might help defining new ways to exploit sales promotion activities in retail in the 
future.  
3.2 Open- and close-ended questions 
A positive feature with open-ended questions is, that those allow freely formulated 
answers, whereas close-ended questions can be answered with simply “yes” or “no”. 
Open-ended questions cannot be answered with a simple yes or no, due to open-ended 
questions commonly starting with the 5 W’s + H, meaning questions starting with “what”, 
“who”, “why”, “when”, “where” and “how”. Open-ended questions therefore need to be 
answered with a descriptive answer, which can have limitless outcomes compared to a 
simple yes or no answer. However, these limitless answers can give plenty of significant 
material to be analysed, at least compared to a simple yes or no answer. A limitless answer 
make the analysis phase thougher as the answer from a study point of view must be 
chategorized in a proper way. This is not always easy with open-ended questionnaires 
and interviews. Close-ended questions are generally used in inquiries while open-ended 
questions are more useful in interviews. This taken into account, open-ended questions 
are usually better for qualitative studies and close-ended questions better for quantitative 
studies. This does not mean one of the study types cannot be used in the other study type’s 
preferable group of questions, but are generally speaking divided like this. (Farrell, 2016)  
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3.3 Difference between structured, semi-structured and un-
structured interviews 
The most common types of  research interviews are structured interviews, semi-structured 
interviews and unstructured interviews. Structured interviews consists of already planned 
questions that are being asked of all the interview participants. Unstructured interviews 
are interviews with no pre-planned question. Instead, they use an open dialogue between 
the interviewer and interviewee, where the interviewer’s questions can be spontanious 
and random. In a unstructured interview the interview questions do not have to be the 
same for all the participants. A semi-structured interview, the one we are using in this 
study, is a mixture of a structed and unstructed interview. It basically contains of pre-
planned questions, but the interviewer can freely add futher questions during the interview 
and have an open dialoge with the participant. (Gillet et al., 2008) 
3.4 Three semi-structured interviews 
The three conducted interviews are semi-structured interviews with standardized pre-
planned questions for the participants. The interviewer asked relevant followed-up 
questions within in the frame of the standardized questions though. The intention with 
these was to clarify the main questions as well as to keep the participant focused on the 
subject. The eight standardized questions are presented in the sub chapter 3.6.1 “Interview 
questions”.  
 
The collective, empirical and qualitative data is supposed to give indications of how new 
components as well as other modern tools are going be more present in sales promotion 
in the future. Collective and empirical data of a semi-structured interview is on the other 
hand harder for the author to defend, than that of a structured interview. However, usable 
findings predicting future development of sales promotion will be presented in the study.  
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3.5 Characteristics of chosen participants 
The participants all have different backgrounds with different kind of positions and dis-
tinct tasks they are working with. For the anonymity of the participants, the thesis has 
made-up alias names for the Participant A, Participant B and Participant C in order to 
make it more reader friendly. Each alias name starts with the letter respective to the par-
ticipant’s alphabetical letter, to not lose track of who has been saying what.  
 
 
Participant A, alias Alice 
- 29, Female, Project Manager 
- Company: Located in Helsinki in Finland, around 40 employees, promoting 
sweets and chocolates, alcohol beverages, and tobacco and nicotine products 
- Interviewed 26.03.2020 
 
Participant B, alias Bill 
- 46, Male, CEO 
- Company: Located in the Småland region in Sweden, around 15 employees, pro-
moting groceries of different kinds 
- Interviewed 27.03.2020 
 
Participant C, alias Carl 
- 38, Male, Beauty Advisor 
- Company: Located in Helsinki in Finland, over 1000 employees (he was not en-
tirely sure), promoting makeup, cosmetics, and fragrances. 
- Interviewed 31.03.2020 
 
  
31 
 
3.6 Interviews 
The three conducted separate interviews were carried out in order to collect the partici-
pants thoughts and experiences to gain a view on how sales promotion in retail has 
changed in the last ten years as well as how it will change in the upcoming ten years.  
 
All the interviews have been done online, with the videocall services Skype or Facetime., 
To be able to analyze the interviews properly, all three interviews were recorded. The 
interviews lasted about an hour. The first and second interviews were done in Swedish 
and the third interview was done in Finnish. However, due to the language of this thesis, 
the summary and review of the interviews are done in English. The profile of the partici-
pants varies a great deal, Alice being a young woman in a leading role, Bill being a mid-
dle-aged entrepreneur with a small local business, and Carl being a male in a very female 
dominated field. The summary of the interviews can be found in the Appendix of this 
thesis.  
3.6.1 Interview questions 
Question 1 - How do you think sales promotion in retail has changed in the last ten years 
between 2010 and 2020? Could you give some examples? 
 
Question 2 - The 2010’s has been the decade of social media. How have you implemented 
social media in your retail sales promotion? 
 
Question 3 - Nearly every customer has a smartphone in their pocket or purse. What kind 
of opportunities do you think this could create in retail sales promotion? 
 
Question 4 - How do you think retail sales promotion will change in the upcoming ten 
years between 2020 and 2030? Could you give some examples? 
 
Question 5 - How could customers be digitally more engaged in the promoted product 
and brand?  
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Question 6 - How will you get them to: 
a. visit the brand’s website? 
b. like or follow the brand’s social media sites? 
c. download the smartphone app of the brand? 
d. sign up for a newsletters? 
(Given the brand has any of these) 
 
Question 7 - What kind of digital tools or gadgets have you used in retail sales promotion? 
How have these benefited your promotion?  
 
Question 8 - How do you think robots or automation could take over retail sales promotion 
in a near future? 
 
3.7 Analysis of results 
The final phase of the methodology is the analysis of the conducted interviews. This is 
done in two different ways.  
 
 Question by question 
 By three different categories (+ additional findings) 
 
In the question by question analysis, each question is analyzed separately. In addition, 
findings are also presented by dividing them into three different categories: 
 
 Findings referring to upgrading of traditional Sales Promotion activities 
 Findings referring to innovative new ways of immaterial Sales Promotion activi-
ties 
 Finding referring to supported Sales Promotion 
 
When there are findings or results that are not specifically referring to the context of the 
study, these will instead be documented in the category “other”. Those are only docu-
mented shortly. 
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Figure 5 Analysis question by question 
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Figure 6 Findings analysis by category 
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4 RESULTS 
4.1 Interview review and analysis 
Due to their different backgrounds of the participants, the interviews provided three 
unique and different views on the present situation as well as the future of sales promo-
tion. Regarding the answers, each answer is treated equally, whether the answers are 
agreeing or disagreeing with each other. It is fully understandable every activity is not 
suitable in every industry, brand or consumer group. All interviews by the participants, 
provided lots of examples and shared experiences within their respective fields of sales 
promotion, where Alice represents alcohol within travel retail, Bill food products within 
action marketing and Carl cosmetics within retail customer service.   
 
When asked how sales promotion has changed in the last ten years, one major point is 
that the need of skilled brand ambassadors has become increasingly important, especially 
with sales promotion of high-quality products being on the rise. Another finding is that a 
lot of the work-related tasks have remained unchanged. In general, the significance of 
retail sales promotion is decreasing though. It has shifted focus more towards top-quality 
brands and products, rather than cheap and mass-produced products. The reason for this 
is that there is so much information online with heavy competition on visibility in there. 
Customers easily find the information they need directly online. Consequently, sales pro-
motion as being informative is not as important anymore as it used to be. 
 
The participants presented their views on how they implement social media in their sales 
promotion. Social media works quite well, when it comes to recruiting new people and 
sharing information between employees. Communication with clients often take place on 
social media platforms as well. Social media is not however used in their retail sales pro-
motion directly, apart from some special campaigns. All the participants emphasize that 
sales promotion in retail is more about the actual product being promoted to the custom-
ers.  
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The usage of smartphones is helpful as it has made deliveries easier. Things like discount 
coupons, prices, adverts, recipes, deliveries, games etc. are easy to save nowadays, since 
they seldomly are physical things anymore. The smartphone is also a great asset in sales 
promotion, since you do not have to remember everything about the products by heart 
anymore. Checking out information occasionally on your device is easy, to be sure the 
correct information is shared to the customer.  
 
Regarding the changes, sales promotion is facing in the next 10 years, there are a few 
interesting trends. The increasing demand of personalized sales promotions has already 
been mentioned, but there are two other trends as well. These trends are: 
  
 Specialized, theme-based promotions 
 Eco-friendliness 
 
“Green thinking” is going to put pressure on the manufacturers and retailers according to 
the participants, indicating that they have little choice in neglecting this eco-friendly de-
mand. Bill has seen an increase in the demand of locally produced products, since these 
are considered to be more high quality by consumers. Consumers often feel a connection 
between eco-friendliness and local production, when products are not shipped from half-
way around the world. 
 
An interesting finding is that we are entering a phase with an increasing demand for high-
quality products. Alice especially has seen a shift in customer demand from quantity to-
wards quality. Carl is hoping for a greater openness in future customers, those customers 
often being easier to serve and communicate with, creating more sales opportunities. Pro-
moters need to rethink their promotion procedures as legislation is getting stricter, espe-
cially Alice is concerned with this, since it has already affected alcohol promotion rather 
heavily. One key issue in determining the success of digitalization in sales promotion, is 
how well sales promoters get customers more digitally engaged. The interviews came up 
with some ideas or even tested ways of doing this:   
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 Adding website links like URL’s (uniform resource locator) and QR-codes (quick re-
sponse codes) as a part of a promotional strategy is a great way to increase digital 
engagement among customers. 
 Having special campaigns with photographing tools where customers can upload pic-
tures to social media is also a concept, that has been used to increase digital engage-
ment among customers. 
 Taking pictures of daily activities and uploading them on social media as well as send-
ing them to clients. On social media customers can then ask and comment on things or 
even write reviews to which the sales promoter responds. 
 Through storytelling, to make a customer so interested in the product he will take per-
sonal initiative to find out more. 
 By sharing recipes and other useful information on social media. 
 
Some ideas came up also in order to get a customer to like and follow social media sites 
of the brand: 
 
 By having a lottery for new followers where they are able to win something. 
 By marketing social media as a brand information channel. 
 By creating a buzz in form of a snowball effect through word-of-mouth. 
 By collaborating with famous public figures.  
 By providing apps with unique product delivery possibilities. 
 
Notable is that all participants consider newsletter to be outdated, at least in their present 
form. Mainly in limited surroundings like signing up to be a regular customer for a retail 
chain, they could play a role. Tablets are at present commonly used in sales promotion. 
They can be equipped with varying programs suitable for specific types of promotion. 
This is indicating that tablets are a common tool in today’s retail sales promotion. The 
participants use laptops and printers, e.g. to print out pictures for customers during special 
campaigns, or to print out recipes and cooking instructions in order to prepare dishes for 
customers during retail sales promotion. 
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Carl mentions specifically an electronical gadget for skin analysis testing in order to find 
the right face or skin powder for customers and estimates there to be new similar kind of 
devices in the future as well. 
 
None of the participants fear robots or automation could take over their occupation. They 
all think human interaction and emotions are inevitable in their profession, in order to get 
a customer to buy impulsively. Alice could see automation creating opportunities in 
search relative issues, such as finding specific products in specific departments in a retail 
store. Both Alice and Bill think a robot could handle easy tasks, like pouring drinks and 
handing out chocolate samples giving more freedom for the promoter to interact with the 
customers. Carl sees automation helpful in developing self-service cash desks and self-
service tools in general. Until we have real and conscious human-like artificial intelli-
gence, he does not believe he could be replaced by a robot. 
 
The interview summaries of the interviews with each participant are presented in the 
Appendix.  
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4.1.1 Highlights and key words question by question 
The main highlight in Question 1 is that product quality is going to be of greater im-
portance in comparison to product quantity. Having full-time brand ambassadors for these 
products is therefore important. The amount of small local businesses in retail promotion 
is decreasing, due to less need for sales promotion. This is partly because of increased 
internet usage, which has made customers more independent. The answers for Question 
2 point out social media being an information and communication channel. From a sales 
promotion point of view, pictures are very important for gaining visibility on social me-
dia. According to the interviews for Question 3, games, QR-codes, discounts, coupons, 
recipes, taking photos and comparing tones, will create lots of opportunities when it 
comes to smartphones. In Question 4, the interviews indicate that sales promotion is going 
to change by being healthier and more environmental-friendly. This can happen through 
online sets, digital giveaways, local production, legal restrictions and foreign influence. 
Specialized segmentation and themed events are becoming more common, while there 
will be less job opportunities. 
 
In order to digitally engage customers in Question 5, the participants suggested methods 
like, online campaigns, games, customer reviews, and encouragement to personal engage-
ment among customers. Flyers, QR-codes, apps and URLs are great tools for to use for 
these methods. The main things suggested for Question 6, where tips, storytelling and 
restricting alternatives. In Question 7, the interviews indicate that laptops, tablet comput-
ers, cameras and printers are going to be common gadgets to be used in retail sales pro-
motion. Question 8 had clear answers in that robots and automation will not replace hu-
man promoters. These machines are still helpful in self-service, as search tools or logis-
tical tools, and could even be of assistance in simple tasks for human promoters. 
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Here is a summary of keywords and highlights provided by the participants.  
 
Participants: A (Alice) B (Bill) C (Carl) 
Question 1 
(How do you think sales 
promotion in retail has changed 
in the last ten years between 
2010 and 2020? Could you 
give some examples?) 
- Quality over     
quantity 
- Brand Ambassadors 
- Few local players left 
- Increase in internet 
usage 
- Customers more inde-
pendent (due to infor-
mation on internet) 
Question 2 
(The 2010’s has been the 
decade of social media. How 
have you implemented social 
media in your retail sales 
promotion?) 
- Recruiting through 
social media 
- Pictures on social me-
dia 
 
- Information channel 
 
- Communication chan-
nel for employees 
 
Question 3 
(Nearly every customer has a 
smartphone in their pocket or 
purse. What kind of 
opportunities do you think this 
could create in retail sales 
promotion?) 
- Games 
- QR - codes 
 
- Discounts 
- Coupons 
- Recipes 
 
- Taking pictures 
- Skin comparison 
Question 4 
(How do you think retail sales 
promotion will change in the 
upcoming ten years between 
2020 and 2030? Could you 
give some examples?) 
- Online sets 
- Green thinking 
- Digital giveaways 
- Themed events 
- Legal restrictions 
- Less job opportunities 
in sales promotion 
- Increased demand for 
local production 
- Increase in self-ser-
vice 
- Influence from abroad 
- Green thinking 
- Specialized segmen-
tation 
Question 5 
(How could customers be 
digitally more engaged in the 
promoted product and brand?) 
- Flyers 
- Online campaigns 
- Games 
- Customer reviews 
- Shared customer 
opinions 
 
- Online campaigns 
- QR – codes 
- URL 
- Apps 
- Customers own en-
gagement 
Question 6 
(How will you get them to: 
a. visit the brand’s website? 
b. like or follow the brand’s so-
cial media sites? 
c. download the smartphone 
app of the brand? 
d. sign up for a newsletter? 
Given the brand has any of 
these) 
a. Website with tips 
b. Lottery 
c. Game app 
d. Enthusiastic custom-
ers 
a. Website with tips 
b. Information channel 
c. Not been relevant 
d. No to newsletters 
a. Storytelling 
b. Snowball effect 
(through word-of-
mouth) 
c. Ordering through 
app 
d. Counselling & 
providing data 
(hypothetically) 
Question 7 
(What kind of digital tools or 
gadgets have you used in retail 
sales promotion? How have 
these benefited your 
promotion?) 
- Laptops & Tablets 
- Cameras 
- Printers 
- Tablets 
- Printers (indirectly) 
 
- Tablets 
 
Question 8 
(How do you think robots or 
automation could take over 
retail sales promotion in a near 
future?) 
 
- Useful as a search 
tool 
- Cannot replace people 
- They could handle 
simple tasks 
- Cannot replace people 
- Useful in logistics 
- Self-service 
- Cannot replace people 
 
Table 1 Interview keywords and highlights  
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4.2 Assumptions 
As the interviewer, there is no reason to question the participants expertise. Although, 
here is some other key points considering the interviews. 
 
 Defining the title for this thesis, could have been narrowed down further. 
 The methodology using theme interviews seems to have been the right method for 
carrying out this study. 
 The eight standardized questions worked well as basis for carrying out the inter-
view. However, the questions regarding the digitalization of sales promotion were 
the most difficult for the participants to answer. 
 The participants that were interviewed are all real experts within the field of sales 
promotion in retail. 
 The analysis of the interviews was demanding as the participants had a limited 
digital background. 
 The author does not regard personal bias as a big issue, having carried and ana-
lyzed these interviews.  
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5 DISCUSSION AND FINDINGS 
In the interview the participants mention some of the consumer promotion tools and how 
these are likely to change. The interviews give a message that due to green thinking and 
a wish for less physical clutter by the customers, these gears have to some extent changed 
form into digital giveaways, in forms of e.g. vouchers and documents provided through 
links for websites and social media as well as QR-codes. Promoting online campaigns has 
become more popular as an addition to the tangible products themselves. 
 
To compare the interviews with the theory, all the participants emphasized the importance 
of being physically present when doing promotion on a product to a customer. Therefore, 
they had more narrowed down views on sales promotion than suggested in the theory 
(Kotler et al.; 2011; p. 400-401). None of them could see the promoter’s physical presence 
in the retail store being changed in a near future. They all think robots cannot replace 
people in their field, not with the current technology at least. Having digital assistance 
though in forms of electronical gadgets and even robots was seen as welcoming. 
 
When considering the 4 P’s in retail sales promotion, internet has made an impact in that 
customers can easily compare characteristics and prices of products digitally, as well as 
see in which locations these products are available (Acutt, 2020). Digital campaigns have 
been included to retail promotion, but sales promotion is still largely seen as a way of 
making short-term increase in sales, to provide product information as well as reminding 
the customer of the brand’s existence on the market. There is a changing trend in the 
customer demand on products, with a shift in customer interest from quantity towards 
quality. This might be due to more sustainable thinking within consumers and people 
generally being more aware on health, as well as having a need for self-actualizing them-
selves for a certain type of lifestyle. This was true among all the participants, whether it 
involved alcohol, food or cosmetics. For this reason, specialized segmentation is going to 
increase. Carl also pointed out buzz-marketing through word-of-mouth. According to 
him, it is an effective way to engage with customers in order to strengthen brand aware-
ness and customer desire for the product, similarly as described in the theory section about 
personal communication channels (Acutt, 2020). 
  
43 
 
The interviews reveal that the core of sales promotion will remain the same even in the 
year 2030. The significance of social media is going to grow even further, especially when 
it comes to uploading pictures. Like in Alice’s and Carl’s case, having promotion cam-
paigns involving pictures the customers can take of themselves have proved itself effec-
tive. It also provides social proof for the brand when these pictures are uploaded online 
on the company’s website or on social media, with happy customers enjoying themselves 
and their engagement with the brand. This contributes to valuable visibility for the com-
pany when these pictures are then seen by thousands of people online. This can also create 
a FOMO factor among other potential customers and encourage brand engagement with 
new customers (Acutt, 2020). 
 
 
 
 
Figure 7 Future of SP within retail  
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5.1 Upgrading of traditional sales promotion activities 
One thing to be picked up from the empirical data the interviews have provided, is that 
personal activity will remain the foundation of sales promotion in 2030. The reinforced 
use of brand ambassadors has maintained a level of high quality in sales promotion, with 
ambassadors’ skills and sharpness being converted into added brand value and increased 
sales. This provides a strong base of knowledge for the customer. 
 
All the current sales promotion communication tools will still be used in 2030. Sales pro-
moters are still needed in order to promote a product. Social contact is going to be as 
important as it is today, but easy-to-reach concepts through more developed apps and 
smartphones will expand. Digitalization in sales promotion is fetched as far as it possibly 
can be, as long as it is also considered effective. 
 
The use of flyers is changing. Even though flyers themselves are made of paper, the in-
formation content in them can often be online based offers, activities, benefits and ad-
verts. Less necessary brand and product information on physical offers and packages, is 
transferred online as well, making these tangible things only to have visible and easy-to-
find tags with URLs, QR-codes and social media sites. This makes for less information 
clutter on the offers and packages, making them look neater for the customers to look at. 
 
Figure 8 Upgrading of traditional Sales Promotion activities  
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5.2 Innovative ways of immaterial sales promotion activities 
A challenge of future sales promotion will be to learn how to exploit the visual demand 
customers have. Thus, a sophisticated usage of visual tools and elements will be im-
portant. Photos and videos through visually attractive and user-friendly smartphone apps 
are therefore becoming more crucial, as the trend and attitude towards sales promotion 
itself from a customer point of view, is getting more negative. For this reason, being active 
online as a business, is required as a next step in order to stay ahead in the competition.  
 
The best way to deal with the increased demand in quality and ecology, is through great 
networks with other businesses. Storytelling is another great concept to engage the cus-
tomer in such a manner that even low-quality products maintain some demand. When 
there is high quality sales promotion, like skilled brand ambassadors, and necessary tools 
and great storytelling, the sky is the limit. Many of these necessary tools have become 
immaterial, such as giveaways being digital. 
 
Apart from brand ambassadors and storytelling, self-service solutions are equally im-
portant, since many customers today like to shop independently without external assis-
tance. Online brand ambassadors, like youtubers and bloggers, could also be implemented 
into sales promotion, similar to as advertising already has implemented them. 
 
The interviews indicate that segmentation of customer groups have been fragmented into 
smaller and more demanding segments. This is done in order to manage sales promotion 
cost-efficiently, to have a greater influence on targeted customers.  
 
Figure 9 Innovative new ways of immaterial Sales Promotion activities 
46 
 
5.3 Digitally supported sales promotion 
There are so many mobile apps today that to differentiate from the competition, one’s app 
has to be well tailored in information and it has to be very user-friendly. One way to 
differentiate is to have great benefits from internal communication platforms, by gather-
ing and analyzing customer data. This data can consist of purchase groups, customer feed-
back and buying frequencies among customers. 
 
Apart from product testing and personal contact, in future sales promotion basically eve-
rything else could be digitalized, especially in order to support customers visual needs. 
Not only will digital immaterial giveaways become more common, but robotized pro-
cesses like chatbots, digital information, personalized features and media camera solu-
tions will also increase in sales promotion. Some type of gamification is also likely to 
take place, most likely through mobile apps.  
 
For more attractive sales promotion, the promotion should be visually supported. There 
could also be more advanced tools in receiving customer feedback. Self service solutions 
function as great information channels, and could also include games and fun activities, 
offers, and extra features. The challenge for future sales promotion will be in developing 
user experience, not to mention getting more social media interaction on Facebook, In-
stagram and Twitter, through positive post-to-post sharing. The interviews indicate that 
newsletters are a frustration both for promoters and customers and should only be left for 
future history books to talk about.  
 
 
Figure 10 Digitally supported Sales Promotion 
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5.4 Additional findings 
In fact, very little of the interviews went outside the research topic. These mainly con-
cerned the role of promotion within marketing mix. As they did not concern the sales 
promotion itself, they are excluded from the report.  
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6 CONCLUSION 
This study showed how sales promotion in retail is likely to change in the upcoming 
years. According to the study its main changes will be in demand for more high-quality 
products, an increase in eco-friendliness and in usage of upgraded digital tools. Surpris-
ingly, there is not too much emphasis on social media yet, according to the study. Retail 
sales promotion focuses mainly on promoting products, and the participants interviewed 
for the study all hoped this to be the case in the future as well. 
6.1 Delimitations 
All the three participants have been chosen for the interviews by the author himself. The 
key requirement is that the interviewed participants possessed the required expertise 
within the subject. The interviews were carried out on voluntary basis. The interviews 
concentrated on their experiences and general views about sales promotion in retail, es-
pecially with digitalization and technology in mind. The goal of the interviews is to re-
ceive an overall understanding about sales promotion’s current stage and how it is going 
to develop in the future. The interviews consisted of eight standardized open-ended ques-
tions. Depending on the received answers, additional specifying questions were asked for 
clarification. 
 
Avoiding personal bias is one critical aspect with interviews in research. According to 
Research Methods for Business Students by Saunders, Lewis and Thornhill; interviews 
lead easily to doubt about reliability of the study. They mention interviews to have an 
issue of bias, most importantly interviewer bias. This can happen through e.g. non-verbal 
bias or through comments with behavioral tone, where the interviewer unconsciously im-
poses his personal beliefs on the participants. They also point out the possibility of the 
interviewer demonstrating bias in how he decides to interpret the responses given by the 
interviewees. The interviewees may also have something called response bias, that is per-
ceptions the interviewee holds of the interviewer, affecting the interviewee’s response. 
(Saunders et al.; 2007; p. 318)  
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To participate in a profound, semi-structured interview, is seen as an instructive process. 
The interviewer is forced to instruct the interviewee to some extent in order to receive a 
conclusive response from the interviewees. In a hypothetical case, where the respondent 
is sensitive about the subject, he might not be willing to provide a full picture but rather 
a partial response, also leading to response bias. If an interview lasts for too long, it could 
also cause response bias by affecting the interviewees eagerness to engage in the inter-
view. All these things could affect the validity and reliability of how the interview plays 
out. (Saunders et al.; 2007; p. 318) 
 
Taken the two sections above into consideration, the interviewer feels the interview re-
sponses were relevant and useful, making the interview a successful achievement. Con-
sequently, the atmosphere in each interview was open and relaxed. All the participants 
gave long independent responses making the interviewer mostly a listener. When analyz-
ing the interview recordings afterwards, it was difficult to notice personal biases occur-
ring during the interviews.  
6.2 Proposals for future research 
The study has provided some basic background in sales promotion and its essentials. 
However, when analyzing the answers of the two key research questions; 
 
 “What scenarios could develop in sales promotion in retail between 2020 and 
2030?” 
 “How can digitalization and modern technology be implemented to further 
strengthen the effectiveness of sales promotion in retail?” 
 
there are especially two issues that need further research. These issues are how to seek 
the measures of sales promotion and what needs to be done in order achieve the wanted 
impact with sales promotion. This research does not really include references to the rea-
sons why consumers feel an increasing unease, when being targeted with sales promotion 
measures. Thus, the question is: If this trend is true, what factors cause this unease and 
how are those causes ranked? It seems evident there is a lot of psychology involved, but 
in order to make sales promotion work, marketing departments need better insight in this. 
The “green thinking” aspect could be seen as a part of this, as there is a risk that marketing 
departments and consumers hold significantly different views on the definition of what a 
“green” product is. 
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Another finding in the research findings is that the future of sales promotion lies more in 
promoting premium brands and products, which will have implications of its own in sales 
promotion. Questions that could furtherly be explored are: 
 
 What are the uprising demands of sales promotion of exclusive products? 
 What is asked of the sales promoters to bring added brand value? 
 What additional training is needed when promoting exclusive products? 
 
In addition to this, marketing departments need to focus on the role of sales promotion, 
as one key element here is branding. Sales promoting exclusive products has a strong 
brand building function to be included as well. Sales promotion is an important frame-
work for brand awareness, but its significance has slowly decreased as internet has taken 
over in all types of promotion. Whereas sales promotion faces plenty of restrictions in 
what promoters are allowed and not allowed to say, internet is a way less restricted space 
for marketing things. 
  
The questions regarding research and the impact of digitalization are tricky. No doubt 
some of the core tools in sales promotion have changed over to digital forms, but apart 
from these, not much have changed in forms of digitalization in sales promotion. Alt-
hough humanoid robots have been introduced in different aspects of sales promotion, they 
will most likely not be crucial in retail, since human interaction is inevitable. In the up-
coming years, it seems digitalization is market driven, where solution providers develop 
apps, software or even robots. We are still more in a trial-and-error stage regarding func-
tionality though. Technology is still too far from replacing human promoters. One ap-
proach could be that future research is based on digitally generated data, e.g. through 
developed quantitative research methods and by producing specified segments. Struc-
tured data could help marketing departments to better customize sales promotion activi-
ties for a particular segment. 
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An interesting aspect regarding digitalization is the data produced by many software ap-
plications. Structured data can help marketing departments to better customize marketing 
activities, sales promotion activities included, for particularly more narrow segments. 
Businesses have still a lot to learn in exploiting their data for all kind of commercial use. 
However, the businesses need support with this, and research organizations have a role 
here, especially how to conceptualize data streams into business revenue. 
 
How sales promotion, and especially retail sales promotion will change for certain only 
time will tell. In the case this study is to be believed, it is only going to see minor changes, 
but for most part it will remain the same.  
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APPENDICES 
Interview Summary 
For the anonymity of the participants, the report has made-up alias names for the Partici-
pant A, Participant B and Participant C in order to make it more reader friendly. Each 
alias name starts with the letter respective to the participants’ alphabetical letters, to not 
lose track of who has been saying what.  
 
Participant A, alias Alice 
- 29, Female, Project Manager 
- Company: Located in Helsinki in Finland, around 40 employees, promoting 
sweets and chocolates, alcohol beverages, and tobacco and nicotine products 
- Interviewed 26.03.2020 
 
Participant B, alias Bill 
- 46, Male, CEO 
- Company: Located in the Småland region in Sweden, around 15 employees, pro-
moting groceries of different kinds 
- Interviewed 27.03.2020 
 
Participant C, alias Carl 
- 38, Male, Beauty Advisor 
- Company: Located in Helsinki in Finland, over 1000 employees (he was not en-
tirely sure), promoting makeup, cosmetics, and fragrances. 
- Interviewed 31.03.2020  
  
Interview questions 
 
Question 1 - How do you think sales promotion in retail has changed in the last ten years 
between 2010 and 2020? Could you give some examples? 
 
Question 2 - The 2010’s has been the decade of social media. How have you implemented 
social media in your retail sales promotion? 
 
Question 3 - Nearly every customer has a smartphone in their pocket or purse. What kind 
of opportunities do you think this could create in retail sales promotion? 
 
Question 4 - How do you think retail sales promotion will change in the upcoming ten 
years between 2020 and 2030? Could you give some examples? 
 
Question 5 - How could customers be digitally more engaged in the promoted product 
and brand? 
 
Question 6 - How will you get them to: 
 
a. visit the brand’s website? 
b. like or follow the brand’s social media sites? 
c. download the smartphone app of the brand? 
d. sign up for a newsletters? 
(Given the brand has any of these) 
 
Question 7 - What kind of digital tools or gadgets have you used in retail sales promotion? 
How have these benefited your promotion?  
 
Question 8 - How do you think robots or automation could take over retail sales promotion 
in a near future?  
  
Question 1 
 
How do you think sales promotion in retail has changed in the last ten years between 
2010 and 2020? Could you give some examples? 
 
Alice mentions her sales promotion expertise lies within travel retail so she will provide 
a travel retail point of view. She has been within the field since 2013, so she believes she 
has a good overview on the asked time period (2010-2020). According to her, the im-
portance of brand ambassadors has increased compared to just having regular promot-
ers. She mentions a brand ambassador as someone working full-time and is dedicated to 
only one brand, whereas a regular sales promoter can work as part-time with several 
brands. The importance of brand ambassadors has increased because they maintain a 
higher quality of promotion than regular sales promoters, having more depth in their 
knowledge of the brand. She also speaks about the increase of popularity in quality prod-
ucts among their company clients. Earlier their clients wished them to promote more large 
quantities of products for cheap prices, while today she feels it is less about quantity and 
more about quality. Therefore, the company she works for has been focusing more on e.g. 
high-quality whiskies, since the popularity of these type of products has increased among 
the final consumers. 
 
Bill’s expertise lies withing action marketing and will therefore provide an action 
marketing point of view. He is a Swedish entreprenuer, so he will give insight on how 
things have changed and are going to change in Sweden. According to him retail action 
marketing has generally decreased, with fewer players within the field. He has not seen a 
big of a change in the work and work related tasks themselves. What has changed though 
is that there are fewer local companies within retail sales promotion. There are also not 
that many big companies nationwide either (in Sweden). According to him a big amount 
of jobs have disappeared within the field over the past decade. Digitally, he sees a large 
increase in internet usage in form of webpages and social media in sales promotion. This 
is also partly a reason why jobs have disappeared, since the manusfacturers and retailers 
do more marketing and promotion online nowadays than before. It has also made his job 
easier, since these give access to more detailed information he can provide to customers.  
 
  
According to Carl it has not changed much during the five years he has been within the 
field, but he used to work in a department store 15 years ago, where he remembers 
customers taking initiative to ask for help more easily than they do nowadays. He thinks 
it has changed due to internet, where people nowadays can find a lot of information for 
themselves. He believes retail sales promotion is less needed today, especially among the 
younger generations, because of the internet. There are big generation differences 
according to him. He states that whereas basic product information is easily found on the 
internet, he is able to provide more specified expertise and own experiences about 
products the customers want to know about. This kind of information they cannot find on 
the internet as easily. In these aspects he believes it has changed the most in the past ten 
years.   
  
Question 2 
 
The 2010’s has been the decade of social media. How have you implemented social 
media in your retail sales promotion? 
 
According to Alice they do a lot of recruiting through social media, and it is also an im-
portant channel for visibility. Instagram above all has become an important platform, 
whereas Facebook’s importance has decreased, although Facebook still functions as a 
communication channel between employees. Pictures are very important and thus for a 
company to be active on Instagram, is crucial nowadays. She also emphasizes that they 
recently invested and rebuild their website to make it look up to date in line with modern 
standards, even though not being social media per se. To the follow-up question, how 
they have promoted websites or social media sites of their clients, she answered they have 
not really done that, but instead been more focusing on promoting their clients’ products. 
She says their social media is more focused on themselves and building up a profile of 
their own company. 
 
Bill says he has not really implemeted any social media in his promotion, apart from the 
company’s own Facebook site. The work he does is more physical work, where you have 
to be present to meet the customers. He says he sometimes uses social media to find 
information of his own clients though, but in his actual work, he says he does not use 
social media. He has not been active with his clients’ social media site either, apart from 
occasionally promoting them to customers during his action marketing. His clients have 
never specifically asked him to promote their social media sites. 
 
Carl says he is not active on social media himself, so he thinks he is not the best person 
to be asked. He mentions that they have their own communication channels on social 
media for the employees, where they give tips and mentally support each other, so they 
will perform better in the practical field. Even though he has not done any type of 
promotion for their client’s social media platforms, he says that Instagram is a big thing 
today and that he could see something like it to be carried out. He has colleagues who has 
been very active in promoting their client’s brand on social media. If he thinks about the 
brand he works for, he belives that social media plays a huge role in who the brand 
chooses to be their next face and model of the brand in their advertising though. Who 
ever it may be, she has to be very liked and followed on social media.  
  
Question 3 
 
Nearly every customer has a smartphone in their pocket or purse. What kind of 
opportunities do you think this creates in retail sales promotion? 
 
Alice mentions they have used it as an opportunity by having some campaigns that have 
been based on games, for instance they have had online mobile games their promoters 
have been promoting. Games similar to Pokémon Go for instance, where you move 
around the ferry (in their case) with your smartphone to solve puzzles and collect things. 
She also gives an example of a past campaign, where customers buying chocolate as a 
present could get a QR-code in which they could add a message to the person receiving 
the present. 
 
According to Bill it could create oppotunities in advertising. Many of the company’s 
clients have their own smartphone apps, which has decreased the usage of adverts in paper 
form. On these apps you can receive e.g. discounts coupons, adverts, recipes etc. It also 
makes ordering home deliveries easier. He mentions that one of his client’s home delivery 
orders had gone up with 300 %, due to the current epidemic (Covid-19), and that these 
orders are done through their smartphone app. It remains to be seen, if this growth is 
going to last after the epidemic. 
 
Carl thinks there could be plenty of opportunities with that. He says the brand he 
represents promote thousands of products and for this reason he cannot remember every 
little detail of every product. If there for instance is something he needs to find out 
together with the customer, having access to internet at the spot is a huge benefit. While 
working at ferries though, it can sometimes be a little more problematic, since internet 
does not work well while being at sea. He also says it is a great thing for the consumers, 
since the consumers are able to seach reviews and compare products and prices to get an 
updated perspective on the product. But he also mentions it can also cause frustration at 
times, when a customer is too stuck on her phone and does not communicate properly. In 
that way, they do not show value and appreciation in his or his colleagues assistence and 
expetise. When asked if he has any ideas of new possibilities smartphones could bring, 
he cannot really think of any apart from maybe taking pictures or comparing skin tones 
and such. These kind of things could be helpful when customers buy cosmetics 
impusively.  
  
Question 4 
 
How do you think retail sales promotion will change in the upcoming ten years 
between 2020 and 2030? Could you give some examples? 
 
Alice believes it will change in that clients are going to wish for more focus on online 
sets. Thinking green becomes more important and for this reason handing out physical 
plastic products is going to decline, since it probably causes negative response. Givea-
ways will instead become more intangible, for instance in some digital form. It is some-
thing the company has already witnessed happening to some extent. From a travel retail 
perspective, there is also a growing trend on special events, such as special cruises with 
e.g. sophisticated whisky themes or champagne themes when it comes to alcohol. This is 
a growing trend in Sweden and is becoming more popular in Finland as well. According 
to her, for the average customer it is not about buying a large quantity of the cheapest 
booze anymore, but rather a small quantity of some more exclusive brands. It is especially 
the younger generations of 20-, 30- and even 40-somethings, who put more focus on 
quality and variety over quantity, with e.g. special gins, champagnes or beers, compared 
to the elderly customers.  
 
Alice is hoping 2030 will look similar to 2020 by having as skilled and even more com-
petent representatives in retail sales promotion than today. However, she fears there will 
be more legal restrictions ten years from now. There has already been a big amount of 
new restrictions during her time within sales promotion, especially in promoting strong 
spirits, tobacco and other nicotine products. New restrictions are coming for sure, so sales 
promotion needs to adapt and find new ways to be ready when new restrictions take place. 
She also believes there will be more interactions on social media than there currently is. 
 
Bill is hoping it will not change too much. He worries though that social media 
advertising, as well as advertising on other media channels, will further increase, affecting 
the field his company operates in, with less job opportunities. Regarding promotion of 
eatables, he believes the origin of the product will become more important among the 
final consumers. Locally produced products will increase in popularity whereas price will 
not be as important. When asked how he thinks 2030 will differ from 2020, he answers 
that he does not think it will differ that much.   
  
Carl thinks different kinds of self services will increase. However, he is hoping there will 
instead be more services with social interactions. He is hoping the pandemic we are 
currently facing (Covid-19), would positively change our attitudes more towards services 
with social and physical interaction, after we have got through this disease. People in 
general are now experiencing loneliness and boredom without their common everyday 
interactions. Hopefully an outcome of the Corona pandemic would bring a new kind of 
openness in people, also when it comes to sales and sales personel. For instance, that 
customers will feel more convenient with an approching sales person, who professionally 
introduces himself, is very present, listens and even walks the customer to the cash desk. 
This kind of service culture does not really fit our culture yet today, maybe not even in a 
10 years time, but is the type of culture we are slowly and steadily going towards. 
 
People also travel a lot nowdays (this pandemic period excluded). Carl is hoping our sales 
culture will be internationally more influenced. According to him, we need a sales and 
service culture in general, which is more open and social than it currently is in the Nordic 
Countries. He wishes we would get more used to a sales culture typical in North America, 
Middle East or Asia. With globalism in mind, Finland is slowly going to open up and be 
influenced by sales promotion in other countries.  
 
In the year 2030, there will be even more focus on green thinking than today. To simplify 
he tells that e.g. crèmes often have two different kinds of customers. Those who buy 
chemical crèmes and those who buy ecological cremes. He believes that these two groups 
themselves are not going to change. Everything else around it though, is going to be made 
as environmental-friendly as possible, especially when it comes to packaging from reused 
materials, recycling possibilities and such. Environmental-friendly products will be a 
bigger interest among customers. This on the other hand is going to affect how promoters 
are promoting their products. He also thinks that promotion in general will narrow down 
the size of consumer segments. Each segment demands more specified product, which 
probably demands more promotion.   
  
Question 5 
 
How could customers be digitally more engaged in the promoted product and 
brand? 
 
As a representative for their clients’ products, Alice thinks there should be more focus 
put on getting the customers more digitally engaged. Promoting online activity to an in-
terested customer would be beneficial. Even when the customer decides not to buy, he 
could study the product later online, and maybe be a potential buyer the next time. At 
least the awareness of the brand increases this way. 
 
Alice mentions it being rather old-school but says that flyers would be another great way 
to encourage customers to go online to engage with the brand. She also shares an example 
where they once handed out football (soccer) card packages to kids. These football cards 
included an online link, by which the kids could go online to receive an additional card 
deck. Similar things could also be done with e.g. games, as an attempt to create brand 
awareness. They also once had a client that wished them to create more visibility on this 
client’s social media site. This was done through having a free photobooth for the cus-
tomers, in which the customers could take pictures of themselves. These had a label of 
the company’s brand on them, giving them lots of visibility. The customers could add 
emojis on these pictures and share them on the company’s social media sites providing a 
great image of the brand. 
 
Bill says customers should definitely be more digitally engaged on social media, for 
instance by consumers writing reviews there and share opinions on the products. He 
mentions he does not have anything spesific for his company, apart from the company’s 
social media sites. Here his customers can go and comment incase they want to ask 
anything or give their opinion on something. Advertising on social media have also grown 
at the cost of advertising in the print media. At least, this has happened in Sweden.   
  
Bill’s company also uses social media as a communication channel to show its own clients 
the work it does for them. The representatives of the company for instance takes pictures 
of their daily activities and upload these pictures on the company’s social media sites. 
Thus, the company’s social media sites work also as an advertising channel for the clients 
as well creating brand awareness for them. Bill says the roles can also be the vice versa, 
where the people employed by the store (his client) come and photograph them in action. 
The client company then uploads these pictures on their company social media sites to 
show their customers that they have something special and exiting going on in their store. 
 
According to Carl, one way of getting customers more digitally engaged, is to tell the 
customers in case the brand has some type of QR-code or online campaign they can 
participate in. This is done elsewhere within the brand, since his own customer base often 
consists of consumers from segments with elderly consumers. Carl says that samples in 
magazines, have been a better tool for the brand in advertising apart from retail 
promotion. Events at big department stores or fares, on the other hand, have been a more 
effective sales promotion method in retail. Packages in general have the home website 
and other important information on them, enabling the consumer to study the brand and 
its products further online herself.  Their engagement happens through their own interest 
and initiative. 
 
Carl mentions a newly launched fragrance product, that has a visable URL as well as 
instructions to download a smartphone app on its packaging. The packaging also has a 
personalised story for this fragrance. This fragrance has a thin bottle, which is refillable 
with this fragrance. There is an own app for this fragrance specifically, that e.g. tells the 
location of a stores that provide a refill of the bottle. The refilling has been strongly 
emphezised during the sales promotion of this product. Carl believes this is a concept for 
the future. He also believes in great storytelling. So by being emphatetic and sympathtic 
towards the customer, you create a dream within the customer building up an illusion of 
the brand that makes the customer passionately engage with it on all types of platforms.   
  
Question 6 
 
How will you get them to: 
   
a. visit the brand’s website? 
b. like or follow the brand’s social media sites? 
c. download the smartphone app of the brand? 
d. sign up for a newsletter? 
 
(Given the brand has any of these) 
 
a. Alice gives an example where she is promoting an expensive Vodka; she says she 
would recommend a website that gives great tips on mixing drinks, and this way 
provides more information for the customer. 
 
Bill would provide customers with ideas, recipes and tips about the product, that 
could be found on the website. In case a customer wants to do some specific with 
the product, he can recommend the brand website with further information and 
recipes with the product, as well as intructions and tutorials that can be found there 
and even be printed out. 
 
Carl says he likes to provide background information of the product through story 
telling and this way get the consumer so curious she will take initiative herself to 
look up the brand’s website. He explains how he occassionaly have had such great 
promoter consultants as a customer himself, that he has looked up the brand online 
to find out more information by himself. Givaway samples are also a great way in 
awakening this curiousity, since the customer is constantly reminded about the 
product she has received.  
  
b. Alice suggests this could be done for instance by having a lottery between those 
who have followed the social media site. Bill says he has not promoted social 
media sites, but could recommened it as an information channel to the customer. 
He says it is not so much the social media sites they like to visit, but more the 
actual website of the brand. He considers the home webpage to be more important 
among his customers than the social media sites. 
 
Carl suggests trying to create a snowball effect, by spreading word of mouth 
especially among millennials who are the most active on social media. He also 
emphazises the importance for the brand to have a public figure as an ambassador, 
a celebrity of some sort who already is big on social media, like Instagram and 
Twitter, and this way collect lots of followers for the brand as well. 
 
 
c. Alice says by having a game in form of an app to get the customers to download 
in order to be able to play the game. Similar to the app she mentioned earlier in 
question 3. Bill says his clients have never asked him to promote their apps, so it 
has not been relevant to him personally. 
 
Carl shares an own experience where he once went to a restaurant where food 
could only be ordered through a smartphone app. He did not have his phone with 
him, so he together with his buddy had to leave the restaurant. Whereas this might 
be a great way to get every customer to download the app, he felt they could have 
at least had some spare phones for this kind of situations. He thinks this should be 
done in a similar way as not having a blazer at a classy restaurant. In these cases 
the restuanrant is going to lend you one. But to answer the question, he answers 
by having customers order something only through the app, meaning they are 
forced to download it.  
  
d. Alice would in a whisky promotion suggest it to the most enthusiastic customers. 
She says it is hard to get people to sign up for newsletters nowadays. In specialized 
events where customers have a passion within the product category, they could be 
willing to sign up to find out more about the product. Bill says his customers are 
not really interested in newsletters and neither is he in promoting them. According 
to his knowledge none of his clients provide newsletters. 
 
Carl says that is not that relevant in his work, but for instance when you sign up 
to be a regular customer with a loyalty card and an own online account, the store 
could provide a possibility for the customer to also sign up for a newsletter. In his 
field for instance, newsletters could e.g. provide data on counselling about 
makeup and crèmes for different skintones and such, as well as bring updates 
about new trends. Carl believes presenting newsletters to customers is more 
important for the stores themselves, than for sales promoters advocating just one 
brand. A sales promoter’s job is more about enhancing the customer’s shopping 
experience, together with providing product information and incrasing sales of 
their brand. He believes getting customers to sign up for newsletters should be 
done with intergrity and within frames of good taste. According to him newsletters 
are not allowed to feel like spam for the customer.  
  
Question 7 
 
What kind of digital tools or gadgets have you used in retail sales promotion? How 
have these benefited your promotion?  
 
Alice says they have used both laptops and tablets. They have for instance used iPads 
customers have been able to play games on. In case the customers have managed to beat 
a required score, they have won a digital prize in form of a code or login details to a site 
in which the customer has been able to continue playing the game. Photo tools have also 
been used, tools like touchscreen camera devices, where customers have been able to take 
pictures of themselves. They also have used a high-tech polaroid camera, by which they 
have taken pictures of “closed“ customers and provided them the taken picture, given the 
customers have wished to be photographed. Special printers have also been used, printing 
out personalized labels the customers have made themselves, to personalize a bought 
product. This personalized label could for instance cover a chocolate bar. Alice has seen 
these tools as an asset and as providing some nice little extra for the customers. Tools like 
these can be quite useful when engaging deeper with the customer, helping to sell more 
demanding products. 
 
Bill uses a tablet to show recipes to his customers. If he has been preparing something by 
cooking or baking, it has been an easy way for him on his tablet to show the customer the 
recipes and how the dishes are done. He also uses the tabelt as a tool to show offers to his 
clients and uses it as planning gadget to show them how he constructs his action marketing 
stands and sites in retail. When asked how digital aspects in physical promotion could be 
developed, he believes there could be made an even easier way for customers to get hold 
of recipes, rather than taking a picture of his repice he has printed out.  
 
Some of Carl’s colleagues are trained to operate a gadget for skin analysis testing, but 
Carl is not using it himself. He himself uses occasionally a program on an iPad, in which 
the customer first takes a picture of herself, then chooses an option between daylight or 
nightlight, after which the program scans the skin tone and hair colour of the customer. It 
then recommends the best nail polish, eye shadows, foundations and lipsticks of the 
brand. This program can be used by the both by the customer independently or with the 
assistance of the promoter.  
  
Question 8 
 
How do you think robots or automation could take over retail sales promotion in a 
near future? 
 
Alice beliefs robots have become useful in searching for a specific section or a product. 
She beliefs robots to be more of an asset than a threat, since it is hard to do everything at 
once as a promoter. Robots could thus help in simpler tasks and in this way enhance the 
customer experience for the customers as well. According to her we will not get to a stage 
where the value of human face-to-face interaction is to be replaced. In a promoter-cus-
tomer interaction, a customer usually buys the product due to a pleasant experience rather 
than an actual need for the product. The purchase decision is based on a feeling. Things 
will at least not change until robots learn to fully understand human reactions and emo-
tions. She still sees there to be more value talking to another human being. Robots and 
computers are good for those customers though who want to find information quickly, 
without bothering the staff.  
 
Bill says everything is relative, but it also depends on the product in his opinion. Accord-
ing to him if chocolate or some drink is being promoted, a robot should be able to mix 
and serve samples of these already today. When it comes to real cooking though, like 
making chicken soup, Bill believes a robot is still not be able to handle such tasks, not in 
a near future at least. He does not see robots taking over his occupation in a near future.  
 
Carl thinks automation will have a huge impact on the logistics when it comes to retail 
but does not think robots or automation can replace people in sales promotion. This will 
not happen at least until there is self-conscious artificial intelligence with humanlike 
thinking. He thinks automation will increase with self-service in many aspects though, 
like there has already been with self-service cash desks in grocery stores. He still strongly 
believes in the positive impact day to day social interactions have on us. 
